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ABSTRACT 
This study examines the effects of brand name and country-of-origin on 
consumer evaluations of sports shoes in Hong Kong. The US, Taiwan and China are 
selected as the country-of-origin cues, vAoIq Nike and Brand X are chosen as the brand 
name cues. The effect on pricing by the two independent variables are also measured. 
One hundred and fifty structured, self-administered questionnaires are collected 
through convenience sanq)ling. The study concludes that a well-known brand name 
add benefits to products made in lesser developed countries, but will not completely 
compensate for the country-of-origin bias. Managerial indications in regards to 
international sourcing strategies are discussed. 
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Consumers use a variety of cues to infer product quality. These cues includes 
extrinsic cues which are not related directly to product performance and intrinsic cues 
which were derived directly from the physical product and, if changed, will change the 
product itself For exanq)le, price, brand name, and country-of-origm (extrinsic cues) 
as well as comfort and durability (intrinsic cues) are used by consumers in their 
assessment of the quality of sports shoes. Consumers utilize more extrinsic cues in 
evaluating the quality of a brand prior to purchase because they are unable to detect its 
true intrinsic quality. Quality is seldom detectable prior to purchase and consumers 
engage in relatively little information search, since financial commitment in buying a 
pair of sports shoes is not substantial The quality described here actually refers to the 
product's perceived quality. 
A brand differentiates one seller's products from those of corrq)etitors. 
Products or services with well-known brand names and good reputations are normally 
perceived as having better level of quality than products with inferior brand names or 
without any brand names at all. Consumers use past and current information to form 
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brand images which become the basis for brand evaluation. Brand names, hence, are 
important cues for product evaluation before purchase decisions are made. 
Numerous enq)irical observations and experiments indicate that country-of-
origin is a powerful attribute wMch can have significant influence on the quality 
perceptions of a product, thus affecting product evaluation. A country with a higher 
degree of economic development has a more &vourable image than a country with a 
lower degree of economic development. Therefore, products made in the US are 
perceived to be more superior than similar products made in China or Taiwan. 
However, some research suggests that other extrinsic attributes, such as a well known 
brand name or a product guarantee, can compensate for a negative country-of-origin 
effect. 
The recent globalization of business brings about numerous changes in the 
production and marketing of consumer goods. One specific outcome of these changes 
is the proliferation of ‘hybrid products' (Johansson and Nebenzahl 1986) or bi-national 
products that involve two or more countries-of-origin. Let's take as an exanq>le, Nike 
(a US-based conq)any) sports shoes made in Taiwan and China. What will be the 
image of a brand associated with a certain country when products marketed under this 
brand name are produced in another country? Will such products retain the original 
image of the country-of-origin? Will they acquire the image of the made-in label 
country? Or will they somehow assimilate the two images into a hybrid image which is 
different from the original two? 
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Most previous research, into country-of-oiigiii effects primarily addresses 
consumers' reactions to products that are foreign made and foreign branded versus 
those \^ diich are domestically made and domestically branded. There has been little 
recognition in the research design that a brand can have multiple countries-of-origin. 
Bilkey and Nes (1982) finds that a well-known brand name causes products made in 
lesser developed countries (LDG) to be perceived as being of higher quality and lower 
risk than if the brand name is uakaown or not given. However, a well-known brand 
name does not conq)lete]y condensate for the country-of-origin bias. In other words, 
products from LDCs are rated as being lower in quality and higher in risk regardless of 
brand name. Han and Terpstra (1988) also supports that the sourcing country has 
greater effects on consumer evaluations of product quality than does the brand name. 
However, the extent to wdiich an unknown brand can benefit from this country-of-
origin effect as conq>ared to a well-known brand has not been indicated. 
The People's Republic of China represents an interesting case for study in the 
context of the country image phenomenon because of several reasons. These include: 
its relative isolation from the international commimity over a long period of time; its 
export mix, in lower-technology and ine?q)easive products predominate; the 
significant difference between its ideological and political system and that of Western 
countries; and the recent swings in its political direction, which serves first to attract 
the interest of Western businesses as a result of moves toward a more open economy, 
and then to make the country the focus of international attention as a result of the 
events that surround what is now commonly referred to as the "Tiananmen Square" 
incident. 
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Taiwan, one of the Four Little Dragons in the Asia-Pacific region, has been 
growing tremendously fast in the past ten years. With government support, its 
industries grow steadily. Many overseas manufacturers have moved their production 
bases from Europe to Taiwan in order to save costs and to get higher returns. 
Nowadays, most of the well known brands such as Nike, Adidas, and Puma all have 
their manufacturing bases in Taiwan. 
In our research, three countries, namely the US, Taiwan, and China, are chosen 
to test the country-of-origin effect. For brand name effect, the Nike brand, which is 





Research on the country-of-origin effects on the acceptance of foreign products 
has been conducted for over three decades. The inq)ortance of consumer attitudes 
towards product quality as a function of such variables as price, brand, store image and 
promotional message is well established (Gaedeke (1973); Lin and Stemquist (1994); 
Rao and Monroe (1989); Preez, Diamantopoulos and Schlegelmilch (1994); 
Parameswaran and Pisharodi (1994)). Although some research such as Ettenson and 
Wagner (1988) denies the effect of country-of-origin on decision making, Bilkey and 
Nes (1982) concludes in their extensive literature review of made-in research that 'all 
of the studies reviewed indicate that the country-of-origin does indeed influence 
buyers' perceptions of the products involved'. 
In examining the effects of product promotion, Reierson (1967) notes that 
consumer attitude towards products made in countries other than those of North 
America can be made positive if the products are associated with a quality brand image 
and high level of service. It has also been shown that consumers are willing to purchase 
products manufactured in developing countries if the price is right. 
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In a study by Heslop, Liefeld and Wall (1987), country-of-origin information is 
generally found to be more inq)ortant in affecting quality assessment than price and 
brand information. Respondents are asked to judge the overall quality of products 
made in Canada, the United States, Italy, Taiwan, Hong Kong and South Korea. Also, 
the respondents are queried as to their intention of buying products made in these 
countries, the perceived risk associated with purchasing them (when price was not 
used as a cue), and the value of the products (when price was given). The authors 
concludes that well known brand names and pricing policies cannot inq>rove negative 
country-of-origin effects. 
In their study, Leclerc, Schmitt and Dube (1994) test the influence of 
pronouncing a brand name in a foreign language on product perceptions and attitudes. 
The result shows that congruent country-of-origin information, added to French 
branding, does not result in more hedonic perceptions; incongruence, however, 
diminishes the effect. 
Okechuku (1994) suggests that consumers prefer, first and foremost, 
domestically made, though not necessarily domestically-branded products. The results 
suggested, for example, that the popular Sony TV brand will do even better in the US 
market if they are made in the US than if they are made elsewhere, including Japan, 
other Actors being equal. Next to domestically made products, or if domestically made 
products are unavailable or unacceptable, respondents prefer products made in other 
developed countries, apparently by their country's major trading partner. 
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Lim, Darley and Summers (1994) confirm in their experiments that country-of-
origin effects are strongest for the single cue format and weakest for the inq>licit 
multiple cues condition. Perception of product quality is most strongly affected by 
country-of-origin, follows by product evaluations other than quality. 
Maheswaran (1994) identifies consumer expertise and the type of attribute 
information as moderating the effects of country-of-origm on product evaluations. 
When attribute information is unambiguous, experts base their evaluations on attribute 
strength, whereas novices rely on country-of-origm. When attribute information is 
ambiguous, both e?q>erts and novices use country-of-origm in evaluations. Also, 
experts and novices use country-of-origin differently in evahiatioiis. Experts use 
country of origin to selectively process and recall attribute information, whereas 
novices use it to differentially interpret subsequent attribute information. 
Johansson and Nebenzahl (1986) examine the brand image of passenger 
vehicles among consumers in New Jersey and the United States, including such factors 
as reliability, workmanship, durability, quality, performance, price, innovativeness, 
economy in use, servicing costs, exclusivity, pride of ownership, style and appeal to 
young people. The same attributes are used to measure stereotypes of countries as 
makers and potential makers of the product. With the various input available, the 
researchers map the correspondents' perceptions into a joint product/ country space, 
which allows brand and country position to be matched in the same product space. 
Their most important findings in the context of the present study are that West 
Germany is consistently rated as the best country in which to produce cars, and that 
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moving production to West Germany will boost the image of all the brands studied. On 
the other hand, moving the production base to any of the three low-wage countries in 
that study (South Korea, Mexico and the Philippines) will result in a loss of brand 
attractiveness. One of the objectives of the current research was to e?qplore whether 
this country-of-origin phenomenon exists m the sports shoe industry. 
Stewart and Chan (1992) attempts to determine pricing strategy based on 
country image effect. They measure in absolute terms how much above or below a 
base price consumers will be willing to pay for an identical model bus made in several 
countries, namely Japan, Germany, Brazil and Korea. The mean price change across 
the respondents review the relationship between country-of-origin and price. In the 
context of sports shoe industry, the current study tried to find out the relationships 
among brand name, country-of-origin and price so that appropriate pricing strategies 
could be established for multinational conq)anies with production bases in many 
countries. 
Past research on the country-of-origin effect concentrates mostly on the study 
of consumer attitudes towards export and in^ort products (Elliott and Cameron 
(1994); Sharma, Shirty and Shin (1995)). A limited number of studies (e.g., Johansson 
and Nebenzahl (1986)) addressing consumer product evaluations approach the subjects 
from the point of view of multinational companies. The basic concern of these 
companies is a possible negative effect on consumer product perceptions of well-
established brands if product manufacturing location is changed. In the past ten years, 
an increasing number of multinational companies had moved their production bases to 
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developing countries such as Taiwan and Korea. The key concern was to save cost, 
but the country-of-origin effect on brand evaluation had not been fully explored. With 
these issues as background information, the main objective of this study was to explore 
in-depth the effectiveness of brand and price in the framework of global marketing and 





Decision Making Objectives 
The research aims to provide some insights for senior executives of sports shoe 
conq)ames which are considering changes in their manu&cturiiig bases in order to 
reduce costs. The sourcing of international production for marketing to third countries 
or back to the investor's country should depend, in part, upon which alternative 
location offers the highest return (revenue minus cost), assuming that the risks of each 
option have been considered. Revenue is a function of the price schedule that 
customers will pay for the product. Price, moreover, is partly a function of country 
image because that image affects customers' perceptions of product quality and 
desirability (Reierson (1967)). 
The basic concern of most multinational conqjanies with production in many 
different countries is a possible negative effect on consumer perceptions of well-
established brands if product manu&cturing location is changed. From the insight of 
the current study, should there be a strong country-of-origin effect on sports shoes, 
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companies have to take cautious action when changing their manufacturing base to 
other countries. 
Reierson (1967) also shows that consumers are willing to purchase products 
manu&ctured in developing countries if the price is right. Hie second part of the 
research provides indicators on how much more or less consumers are willing to pay 
for sports shoes made in the US, Taiwan, and China. The relative pricing strategy can 
hence be set for sports shoe manu&cturers. 
Research Objectives 
The current research aims at testing effects (main and interactive) of brand name and 
country-of-origin upon product evaluation and relative prices which Hong Kong 
consumers are willing to pay for sports shoes. 
Research Design 
Descriptive research is used to explore the relationship between the dependent 
variable (perceived quality) and the two independent variables (country-of-origin and 
brand name). Primary data is to be obtained from a structured questionnaire. 
Exploratory research is conducted in the form of a literature review of secondary data. 
Nike, one of the leading brands of sports shoes, is used to test the brand name 
effect. For country-of-origin effect, the US (a well developed western country), 
Taiwan (a developed southeast Asian country), and China (a lesser developed Asian 
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country) are selected as the country-of-origin cues. For examining country-of-origin 
and brand name effects, a framework is designed to cross-classify products into six 
different combinations as shown in the table below: 
TABLE 1 Factorial Design ofResearch 
BRAND N A M E ~ COUNTRY-OF-ORIGIN 
US Taiwan China 
Nike — US/Nike T a i w a n / N i k e ~ ~ China/Nike 
Brand X US/ Brand X Taiwan/ Brand X China/ Brand X 
From Table 1，one can analyze differences in perceived quality of a given 
product with different combinations of the two independent variables, Le., brand (2 
levels) and country-of-origin (3 levels). Analysis of these differences may provide 
valuable strategic implications for international marketers in evaluating various 
combinations of internationalizing their products, or in identifying their conqjetitive 
position in a new market structure emerging from increasing internationalization of 
marketing. 
In the structured questionnaire, the respondents are asked to perform two 
different assessments of country image. Firstly, the respondents are asked to give 
ratings for the two brands (Nike and Brand X) made in each of the three subject 
countries on a 7-point bipolar scale and an overall evaluation question. The sequence 
of Nike and Brand X is rotated so that there is an equal chance of answering either one 
first to adjust for any order bias. 
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In order to determine the Actors that affect customers' evaluations of sports 
shoes, exploratory research has been carried out. Personal interviews are arranged with 
10 people. Factors in judging the quality of sports shoes were brainstormed, and the 
following product dimensions are selected and measured in the questionnaire : 
A. Overall perceived quality 
B. Performance 
C. Pride of ownership 
D. Design 
E. Quality of materials 
F. Workmanship 
G. Durability 
EL Technically advanced 
Secondly, the respondents are asked to relate price to the sax combinations of 
the two independent variables, Le., country-of-origin and presence of popular brand 
name. Relative prices rather than absolute prices are to be e?q)lored because they are 
more inq>ortant and meaningful to our study. Similar to Part I, where we rotate 
between Nike and Brand X, here we will also rotate the sequence of the US, Taiwan, 
and China cues to minimize order effects. 
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Hypothesis Testing 
From Part I of the questionnaire, the rating for each product dimension, e.g., 
workmanship，on each of the six dimensions (2 brand names x 3 countries-of-origin) 
are obtained. Hence from the 150 questionnaires received, there will be 900 sanqjles 
pooled by 2 groups of brand names and 3 groups of country-of-origin. For exanq>le, 
the first respondent will give 6 data sets as shown below: 
Respondent Sample Brand Country-of-origin 8 product dimensions 
— “ “ � A B C H 
1 1 Nike US al b l cl h i 
1 2 Nike Taiwan a2 b2 c2 h2 
1 3 Nike China a3 b3 c3 h3 
1 4 X US a4 b4 c4 h4 
1 5 X Taiwan a5 b5 c5 li5 
1 6 X China a6 b6 c6 h6 
The rating of the 8 product dimensions can be analyzed by using a factorial 
design under Analysis of Variance (ANOVA). As there are two different brand names 
(Nike and Brand X) and three countries-of-origin (the US, Taiwan and China), there 
will be six treatments in a 2x3 factorial design. 
US Taiwan China Grouped 
Nike \iu \in |Xi3 l^ n 
Brand X \i2\ [i22 to ^ 
Grouped |xu |it 1½ 
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^diere 叫 is the mean population rating for a particular product dimension, the 
subscript i denotes brand name, and the subscript j denotes the country-of-origin. 
The hypotheses to be tested are: 
(1) Brand name effect: To test whether the mean population rating on the 8 
product dimensions of Nike is significantly different from that of Brand X 
Ho： Mn ~ M-x 
Hi： fi„ 关（Xx 
(2) Country-of-origin effect 
(a) To test Aether the mean population ratings on the 8 product dimensdons of 
sports shoes made in the US, Taiwan and China are equal 
Ho： \in = fJ,t = M-c 
Hi： at least one of the mean ratings is different from the others 
(b) Once the mean population ratings among different country-of-origin are found 
to be not all equal, they will be tested on a pairwise basis. To conq>are the 
mean population rating of individual product dimensions between the US and 
Taiwan, a t-test is performed with the following hypothesis: 
Ho： |iu = fit 
Hi： |iu * [k 
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To compare the mean population rating of individual product dimensions 
between Taiwan and China, a t-test is performed with the followhig 
hypothesis: 
Ho： |Xt = M« 
Hi： …本 |j,c 
To conq>are the mean population rating of individual product dimensions 
between the US and China, a t-test is setup with the following hypothesis: 
Ho: (lu = 
Hi： \JLu ^ \ic 
(3) There is no interactive effect between brand name and country-of-origin. To 
test whether the difference between mean population ratings on the 8 product 
dimensions between Nike and Brand X sports shoes are the same for each of 
the country-of-origin. 
Ho： |Xnu - f^ xu = M«t - f^ xt = JAnc " M«c 
Hi： the differences are not all equal 
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Statistical Analysis Method 
ANOVA 
The hypothesis testing in (1)，(2a) and (3) above can be tested simultaneously 
using Analysis of Variance (ANOVA) by conq)aring the F-statistics with the critical 
values at 95% level of confidence. The full set of data is run using the program 
MYSTAT and tabulated in the following format: 
Source Sum-of-squares DF Mean squares F-Ratio ^ 
BRAND SSB 1 MSB=SSB/1 MSB/MSE pb 
COO SSC 2 MSC=SSC/2 MSC/MSE pc 
BRAND*COO SSBC 2 MSBC=SSBC/2 MSBC/MSE pbc 
ERROR SSE 894 MSE=SSE/894 
wiiere COO denotes country-of-origin, SS denotes sum-of-squares and MS denotes 
mean squares‘ 
The ANOVA of pooled sanq^e provides a single and efficient method for 
screening because all the testing can be done simultaneously at one time. Ift-test is 
enqjloyed for (2a) and (3) above, four tests have to be used. This will be tedious if t-
tests are used at the very beginning，only to find that the mean population ratings for 
different countries-of-origm in (2a) are all equal 
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t-test 
Assume the results from ANOVA show that the mean population ratings for sports 
shoes made in different countries-of-origin are not all equal Three t-tests are then 
conducted on a pairwise basis. For exanq>le，to test for differences between the US and 
Taiwan: 
Ho： |j.u = \it Hi： fiu 本 
Reject Ho if t > t 0.025, v or t < - t 0.025, v 
Xu - X t 
t = 
S5S1 . xt 
V i s the degree of freedom = [ (S u 2 + S t 2 ) 2 ( n - 1 ) ] / (S U 4 + S t 4 ) 
where X u and Xt are the sanq)le mean ratings for the US and Taiwan sports shoes 
S^I -xt is the pooled variance = V(SU 2 + S ^ ) / l l 
S u and St are the sanq)le variance of ratings given to the US and Taiwan 
sports shoes 
Sanyling & Data Collection 
The target of the research is limited to people aged 21-35 who have purchasing 
power and are aware of sports shoe brands. Most of the MBA students fall within this 
category, and hence convenience sanq)ling is used to save time and cost. A target 
sanqjle size of 150 is targeted, due to time and cost constraints. The questionnaire is 





Two hundred questionnaires are sent out in person and by mail. A total of 150 
completed questionnaires are received. All the respondents are aged 21 - 35, the 
majority of which were MBA students (70%) with sex distribution as 62% male and 
38% female. All the respondents are aware of the brand Nike and have purchasing 
power. Among them, 18% have personal monthly income less than $15,000, 34% fell 
within $15,000 - $25,000 and 48% have monthly income over $25,000. 
General Brand and Country Evaluations 
Plot of Main Effect - Brand Name 
Figure 1(a) shows that for all 8 product dimensions, the mean sample ratings 
for Nike brand are higher than those for Brand X. A difference in mean rating of 0.286 
means that they are significantly different at a 95% confidence level, and a difference 
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1 Figure 1 (a) Main effect - brand name | 
7 ——— 
6 ： 
f : - 人 ^ ^ ^ ^ 丨 
i - 4 “ — • ~ ~ ^ ^ 
2 3 
2 
1 I I I 1 1 1 1 1 
| A | B | C | D | E | F | G | H | 
aTiiice 4.516 4^ 491 4 . 0 6 9 4 . 5 6 9 4.309 4.080 ~ 4.229 "~4524 
I • Brand X 丨3.776 3.736 3.433 3.769 3.769 3.691 3.669 3.822| 
— j 
| Figure 1 (b) Main effect - country-of-origin 
7 
6 —  
!>5 « 
| 4 , ^、^^ ^ ~ , ,——,一 
1 -
2 3 ^ 
2 
1 I I I 1 | | | 1 
• | A | B | C | D | E | F 丨 G | H | 
aTUS 4.837 4.697 4.383 4.670 4.730 ~ 4.603 4.633 4.863 
^Tiiwan 4.113 4.140 3.743""“ 4.170— 4.023 3.897 3.890 4.147 
[XChina [3.487 3.503 3.127 3.667 3.363 3.157 3.323 3.510| 
A=Overall quality B=Performance C=Pride of ownership D=Design 
E=Quality of material F=Workmanship G=Durability H=Technically advanced 
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Figure 1 (c) Main Effect - Combined 
| a. Overall perceived quality] 丨 b. Performance] 
j 7 | I 
• ： 丨 m ^ g j ^ j j j t s j ^ j 
Nike Brand X Nike Brand X 
c. Pride of ownership 1 D e s i g n | 
a>5 n i l U S ？ 5 _ - U S 
I • ^Taiwan | W T m B - i a T a i w a n 
Nike Brand X Nike Brand X 
e.Quality of materials I |f. Workmanship] 
r ^ U S | 5 [ - U S 
1 1 Nike Brand X Nike Brand X 
g Durability h. Technically advanced 
• j l i i ^ l 国 i j i n ^ l l j ] 
Nike Brand X Nike Brand X 
Brand name: 1=Nike, 2=Brand X 
Country-of-Origin: 1=US, 2=Taiwan, 3=China 
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in mean rating of0.376 means that they are significantly different at a 99% confidence 
level For all 8 product dimensioiis, Nike is significantly different from Brand X at a 
99% confidence level 
The largest difference is found in design (difference in mean rating = 0.800)， 
vsMe the smallest difference is found in workmanship (difference in mean rating = 
0.389). This result makes sense since for most brands, design is made centrally at the 
head office，e.g., in the US for Nike brand. The design model is then sent to 
manufacturing plants in different countries for production. The design, hence, will be 
the same and is as good as the originating countries, no matter where the sports shoes 
are produced. On the other hand, the workmanship depends very much on the skills of 
labor in respective production plants. It relates more to the country-of-origin 
(production) rather than the brand name, although brand name, to a certain extent, 
provides product guarantee and generates higher marks for the brand on the 
workmanship dimension. 
Plot of Main Effect - Country-of-Origin 
Figure 1(b) shows that for all 8 product dimensions, the mean sample ratings 
for the US-made sports shoes are higher than those of Taiwan, which in turn are higher 
than those of China. The differences in all mean ratings are greater than those in the 
plot of brand name effect. For all 8 product dimensions, the differences of mean rating 
between the US-made and the Taiwan-made sports shoes exceed 0.376, which means 
that they are all significantly different at a 99% confidence level. The mean ratings of 
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the Taiwan-made sports shoes are also significantly different from those of the China-
made sports shoes for all 8 product dimensions. 
Under the plot of country-of-origin, the largest difference is found, contrary to 
brand name effect, in workmanship (difference in mean rating between the US and 
China = 1.5) while the smallest difference is found in design (difference in mean rating 
between the US and China = 1.0). This finding supports the findings in the plot of 
brand name effect. Workmanship relates more to country-of-origin, wiiile design 
relates more to brand name. The difference in mean rating between the US and China 
on quality of material dimension ranks the second highest. People relate the quality of 
material with country-of-origin, Le., where the materials are obtained. 
Plots of Treatments 
Before using statistical analysis to test the hypotheses, plots of treatments were 
used to indicate whether there was any interaction between the two main effects. In the 
factorial design, each combination of a level offector A and a level offector B is a 
treatment. To plot the graph, the mean sanq)le ratings for different countries-of-origin 
are plotted under two brand names in two curves. Each point on the graph represents 
150 data points. If the curves are parallel, it indicates that there is no interaction 
between the two factors. If the curves are diverging, converging or intersecting, then 
interaction does exist. Figure 2 shows that for all 8 product dimensions, the plot of 
treatments are in parallel, which means that there is no interaction between brand name 
and country-of-origin effects. 
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Figure 2 Interactive Effects 
BRAND COO A B C D E F G H 
1 1 5.213 5.047 4.720 5.020 4.973 4.773 4.893 5.173 
1 2 4.473 4.520 4.087 4.547 4.313 4.113 4.187 4.520 
1 3 3.860 3.907 3.400 4.140 3.640 3.353 3.607 3.880 
2 1 4.460 4.347 4.047 4.320 4.487 4.433 4.373 4.553 
2 2 3.753 3.760 3.400 3.793 3.733 3.680 3.593 3.773 
2 3 3.113 3.100 2.853 - 3.193 3.087 2.960 3.040 3.140 
a. Overall perceived quality I b. Performance | 
7 | 7 | 
f 5 “ 噩Nike i 5 署 N i k e | 
S 3 . •BrandX S 3 - 令BrandX [ 
1——‘ 1——‘ ‘—— 
1 2 3 1 2 3 
Country-of-Origin Country-of-Origin 
|c. Pride of ownership| |d. Design] 
7 71 —] • 
I 5 " 署Nike"""I f 5 “ »Nike 
S 3 . ^BrandX | «3 . •BrandX | 
1 — — ‘ 1 
1 2 3 1 2 3 
Country-of-Origin Country-of-Origin 
| e. Quality of materiais| |f. Workmanship [ 
7 71 
S 5 ‘ i b r ^ i ^ ^ 署Nike J i 5 “ 署Nike 
S 3 . ^ ^ ^ f •BrandX | S 3 . 令BrandX 
1 ‘ 1 ‘ ‘ 
1 2 3 1 2 3 
Country-of-Origin Country-of-Origin 
|g. Durability| [h. Technically advanced| 
7 7 —| 
i 5 “ i t ^ j i ^ ^ 署 Nike § 5 ‘ 暑 Nike | 
«3 . -^BrandX « 3 . -^BrandX | 
1 1 
1 2 3 1 2 3 
Country-of-Origin Couritry-of-Origin 
Brand name: 1=Nike, 2=BrandX 
Country-of-Origin: 1=US，2=Taiwan, 3=China 
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Hypothesis Testing using ANOVA 
Basic Findings 
(1) Ho： jin = [xx rejected at 0.05 
Table 2 shows that for all 8 product dimensions, the p values for brand name 
are all less than 0.05. Hence the F-test suggests that at a 95% level of confidence, the 
null hypothesis that the mean population ratings on the 8 product dimensions of Nike 
are the same as Brand X can be rejected. This means that the mean population ratings 
of Nike brand are significantly different from (and actually higher than) those of Brand 
X. The main effect of brand name does exist; brand name plays a role in affecting 
peoples' evaluation of sports shoes. 
(2) Ho： flu = l^ t = M-c rejected at 0.05 
For all 8 product dimensions, the p values for country-of-origin are all less than 
0.05. Hence the F-test suggests that at a 95% level of confidence, the null hypothesis 
that the mean population ratings on the 8 product dimensions of sports shoes made in 
the US, Taiwan and China are all equal can be rejected. It means that at least one mean 
population rating grouped in country-of-origin is significantly different from the others 
and hence country-of-origin effect does exist. So in addition to brand name, country-
of-origin also plays an important role in shaping people's perception of sports shoes. 
Details of ANOVA are shown in Appendix 1 and Table 2. 
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TABLE 2. ANOVA 
Sum-of-squares DF F-statistic p-value 
A. Overall perceived quality 
— [ B r a n d 123.21 1 148.28 0.000 
— COO 273.84 2 164.79 0.000 
— i B r a n d X C O O , 0.05 2 0.03 0.972 
B. Performance 
— [ B r a n d — 128.44 1 151JL6 0.000 
— c o o 213.93 2 125.88 0.000 
IBrandXCOO — 0.43 2 0 . 2 ? _ _ 0 7 7 7 
C. Pride of ownership 
“ [ B r a n d 90^88 1| 82.44 0.000 
COO — 236Jl 2 107.45 OTOOO 
~ ~ B r a n d X COO 0.90 2 0.41 0.666 
D. Design 
— [ B r a n d 144.00 1 “~~133.43 0.000 
COO 151.00 2 69^96 0.000 
— I B r a n d X C O O _ 2.53 2 1.17 0.311 
E. Quality of material — 
一 [Brand 65.61 1 67.78 0.000 
COO 280.28 2 144.77 0.000 
“ I B r a n d X C O O 0.35 2 0.18 0.836 
F. Workmanship ； 
[Brand “ 34.03 1 39.16 "O.OOO 
COO — 313.98 2 180.66 0.000 
“ [ B r a n d X COO “ 0.33 2 0.19 0.828 
G. Durability 
[Brand 70.56丨 1 74.57 0.000 
COO 258.98 2 136.85 0.000 
IBrandXCOO 0.21 2 O.lT 0.897 
H. Technically advanced 
[Brand “ 11095 1 98.00 0^000 
COO “ 275.05 2 121.46 0.000 
Brand X COO 0.76丨 2丨 0.34丨 0.714 
where COO denotes country-of-origin and DF denotes degrees-of-freedom 
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(3) For all 8 product dimensions, the p values associated with interactive effects 
(BRAND * COO) are all greater than 0.05. Hence the F-test suggests that at a 95% 
level of confidence, the null hypothesis that there is no interaction between the two 
main effects (brand name and country-of-origin) cannot be rejected. No interaction can 
be shown to exist between brand name and country-of-origin. 
Other Findings 
Results indicate that both the brand name and country-of-origin are 
significantly related to the evaluation of sports shoes. By conq>aring the mean squares 
or F-statistics of brand name vs. country-of-origin in different product dimensions, the 
country-of-origin effect is found to be more inq>ortant than the brand name effect on 
all aspects except design and performance. As explained in the former section, since 
design is normally centrally made at one point, it has less relationship with country-of-
origin. Brand name, here, has a stronger effect in governing people's judgment on 
product design. Nike, as a weli-knowtt brand name in Hong Kong, gains customers' 
confidence in its design, no matter where the shoes are produced. 
For sports shoes, performance has a close relationship to design; e.g., air-
cushioned sports shoes perform better than normal sports shoes. On the performance 
dimension, the brand name effect exceeds the country-of-origin effect. 
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Pairwise t-test for Countrv-of-Origin effect 
The analysis of variance indicates that at least one mean population rating for 
one country-of-origm is significantly different from the others. To test for differences, 
t-tests were conducted on the mean san^)le ratings for the 8 product dimensions for 
different countries-of-origin on a pairwise basis. The results are tabulated below: 
TABLE 3 t-tests 
Mean (S.D.) { t-test (p-values) 
— US Taiwan China US/HTaiwan Taiwan/Cbiiia US/China 
A Overall perceived quaHty 4.837 4.113~ 3.487 9.436 7.507 16.789 
(0.898)1 (0.978)| (1.065)] (0.000)| (0.000)| (0.000) 
B. Performance I 4.697 4.140 3.503 I 7.218 j 7.484 14.660 
— I (0,895) (0.992)1 (1.090)| (0.000)| (O.OOO)i (0.000) 
C Pride of ownership I 4.383 3.743 3.127 7.382 | 6.787 | 13.835 
一 I (1.062) (1.062)1 (1.161)1 (0.000)1 (0.000)! (0.000) 
D. Design � i 4.670 i 4.170 j 3.667 i 5.944 | 5.293 10.780 
j (1.002) (1.057)j (1.263)[ (0.000)| (0.000)1 (0.000) 
E Qua% of material | 4.730 4.023 | 3.363 8.928 7.681 | 16.198 
](0.949)1 (0.990)1 (1.11¾丨 （O.OOO)i (0.000)1 (0.000) 
Workmapship ； 4.603 j 3.897 | 3.157 1 9.431 1 9.113 18.866 
I (0.857)| (0.974)1 (L014)j (O.OOO)j (0.000)1 (0.000) 
G Durability j 4.633 j 3.890 i 3.323 | 9.220 1 6.683 | 15.947 
J (0.953)1 (1-020)1 (1.056)| (O.OOO)j (0.000)1 (0.000) 
H Technically advanced j 4.863 | 4.147 3.510 8.299 j 6.649 14.738 
I (1.004)1 (1.109)1 (1.234)1 (O.OOO)i (0.000)1 (0.000) 
From the pairwise t-tests, it is concluded that at a 95% level of confidence, the mean 
population rating of sports shoes made in the US, Taiwan and China are significantly 
different from one another for all 8 product dimensions. It means that the country-of-
origin effect exists between all combinations of countries: US/ Taiwan, Taiwan/ China 
and US/ China. 
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The largest difference is found between the US and China. China is found to be 
the country ^iiich is the least preferred as country-of-origm for sports shoes among 
the three countries. Consumers associate China with labor-intensive goods and not 
capital/ technology-intensive products. Chinese products such as apparel and porcelain, 
vAnch. incorporate craftsmanship and are labor-intensive, are well received by 
consumers. Marketers of sports shoes in Hong Kong typically sell their products by 
emphasizing design, technological advance and pride of ownershq). Since Chinese 
goods are perceived as not meeting high quality control standards, lacking durability 
and poor in technology, they have a negative country-of-origin effect, and hence are 
the least preferred by consumers. 
Preferential Analysis 
From the above analysis, it appears that the mean ratings for all product 
dimensions are highest for the US and lowest for China. However, the economic 
implications of these perceptual differences remain unknown. 
In the second part of the questionnaire, the respondents are asked to assign 
dollar values to sports shoes produced in each of the six combinations of country-of-
origm and brand name. The data indicates that people are willing to pay the most for 
sports shoes made in the US but the least for sports shoes made in China. To know the 
extent vMch. country-of-origin effect and brand name effect are afifecting those price 
differences, a base price calculation is employed. The price which each respondent is 
willing to pay for a pair ofNikes made in the US is assigned as the base price. The 
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price vsiiich each respondent is willing to pay for Nikes made in Taiwan and China are 
then expressed as a percentage of the base price. The percentage of the respondents 
vAjlo are willing to buy at that price level (expressed as a percentage of the base price) 
is then tabulated as in Table 4 and is plotted in Figure 3(a). 
When the US brand Nike is produced in Taiwan, about half of the respondents 
are willing to buy at a 20% discount and more than 90% of the respondents are willing 
to buy Nike made in Taiwan at a 40% discount. When Nike is produced in China, only 
16% are willing to buy at a 20% discount and about 65% of the respondents are 
willing to buy Nike made in China at a 40% discount. When discount goes up to as 
high as 60%, about 90% of the respondents are willing to buy Nike made in China. 
The above finding shows that the respondents are only willing to buy Nike 
made in Taiwan and China at a discount, and the discount needs to be higher for 
products made in China than in Taiwan to attract the same number of customers. 
In the second stage, the price ^iiich respondents are willing to pay for Brand X 
made in the US is assigned as the base price. Again the percentage of the respondents 
who are willing to buy at that price level (e?q)ressed as a percentage of the base price) 
is tabulated and plotted in Figure 3(b). 
When Brand X is produced in Taiwan, 40% of the respondents are willing to 
buy at a 20% discount from the base price. Eighty-six percent are willing to buy it at a 
40% discount. When Brand X is produced in China, only 14% of the respondents are 
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TABLE 4 Preferential Curves 
Nike made in Taiwan and China 
fNike made in the US=100% of base price) 
Nike made in Taiwan Nike made in China 
% price change % willing to buy % price change % willing to buy 
！ \ , 
% I j 
-80 I 100.0 I -80 100.0 
-70 100.0 I ^ 0 97.3 
— -60 99.3 I -60 88.7 
-50 I 98.7 j -50 82.0 
“ -40 I 93.3 j -40 65.3 
-30 78.7 1 -30 34.7 
-20 50.7 -20 16.0 
-10 17.3 ^ 0 4.7 
0 j [ 0 4.0 
10 . j 1.3 [ 10 0.0 
20 丨 0.0 I 丨 20 丨 0.0 
Brand X made in Taiwan and Cliina 
(Brand X made m the US=100% of base price) 
_ 1 —I 
Brand X made in Taiwan Brand X made in China 
% price change %wifling to buy | 丨 ％ price change %willing to buy 
i I ： 
-80 100.0 j 丨 -80 98.0 
-70 99.3 I ； -70 91.3 
-60 98.0 [ j -60 85J 
-50 . 98.0 j j -50 76.0 
-40 86.0 丨 j -40 48.0 
-30 64.7 [ ' j -30 253 
- 2 0 4 1 . 3 [ 丨 - 2 0 1 4 , 0 
-10 15.3 I -10 6.0 
0 8 . 7 丨 丨 0 4 . 7 ^ 
1 0 0 . 0 丨 j 1 0 0 . 7 
2 0 0 . 0 丨 丨 2 0 1 0 . 7 
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• 
willing buy at a 20% discount from the base price. About half of them are willing to 
buy at 40% discount, and 85% of them are willing to buy Brand X made in China at a 
60% discount. The price of Brand X made in China has to be as low as 30% of the 
base price before 90% of the respondents show an interest to purchase. 
In Figure 3(c), Figures 3(a) and 3(b) are superimposed on the same graph. The 
two sets of curves fit each other nicely, as the Nike curves lies to the right of the Brand 
X curves of the respective countries-of-origin. In fact, Brand X curves represent a pure 
country-of-origin effect as the production base of the US sports shoes are moved to 
Taiwan and China. With its famous brand name, Nike takes advantage of the brand 
name effect. It moves the curves in an opposite direction against the country-of-origin 
effect and "dilutes" the overall effect. 
A preferential curves lying more to the right indicates that more people will be 
willing to buy under the same price drop from the base price. As the Nike curves lies to 
the right of the Brand X curves, it means that Nike sports shoes will be affected to a 
lesser extent than Brand X sports shoes when the production plants of which are 
















































































































































































































































































































































































































































































































































































































































































































































































































































































































































One major limitation of the current study is the representativeness of the 
sanq>le. Due to time and cost constraints, most of the respondents are MBA students 
of the Chinese University of Hong Kong. Most of them work as middle level managers 
in both large and small conq)anies. This sanq)le naturally has an upscale bias, so it may 
differ from the Hong Kong population both demographically and psychographically. 
For exanq>le，it may be less price sensitive. However, these tentative findings show the 
value of carrying out large scale studies of this type using representative samples. 
Reliability 
The statistical inference in our project will be reliable if the population ratings 
lie in a normal distribution and have a common variance. However there is no historical 
evidence to support these assun^tions. 
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Regarding response rate, 150 questionnaires are collected out of the 200 
distributed. The response rate is 75%. Those people who do not response may have 
different attitudes towards brand name and country-of-origin. This may, to a certain 
extent, affect the result of this research. On the response time, all questionnaires are 
received either instantaneously (by hand) or within two weeks' time (through 
collection box). There is no major problem regarding response time. 
Reliability also depends on Aether respondents are telling the truth. As the 
questionnaire, \^ diich repeats identical questions for the 6 product combinations, is 
quite tedious, respondents tend to put the same ratings across all 8 product 
dimensions. Therefore individual product dimensions are less reliable than the overall 
perceived quality results. 
Validity 
The project aims to measure the perceived quality on sports shoes with 
different brand names and countries-of-origm by using 8 product dimensions. The 
validity to be considered is Aether these 8 product dimensions are well representing 
the perceived quality. In the project, an exploratory research is done through personal 
interviews with 10 people, the respondents are asked to mention the attributes they 
would consider in evaluating the quality of sports shoes. The 8 product dimensions 
measured may not be exhaustive but are sufficient to evaluate the quality of sports 
shoes. We strongly believe that these 8 product dimensions found from the exploratory 
research are necessary factors for evaluating the quality of sports shoes. Due to time 
and cost constraints, this limitation of validity cannot be avoided. 
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CHAPTER VI 
CONCLUSION AND RECOMMENDATION 
The findings of the current study echo the previous findings on country-of-
origin by Bilkey and Nes (1982) and Han and Teipstra (1988). The sourcing country 
has greater effects on.consumer evaluations of product than does the brand name. A 
well-known brand name will get more credit on overall ratings than an unknown brand, 
but does not conqjletely condensate for a negative country-of-origin bias. 
For manufecturers seeking to inclement a global strategy, our findings have 
inqjortant implications for sourcing. One of the advantages of a multinational company 
is the flexibility to shift production from one country to another in response to 
economic advantage. For exanqjle, Nike can shift its production of sports shoes from a 
plant in the US to one in Cliina if wage rates should escalate in the US. However, once 
consumers realize that the sports shoes they are purchasing are made in China and not 
in the US, will they regard them as having the same value ？ The answer to this 
question depends on the country-of-origin effects. For manufecturers seeking to 
inqjlement a multi-sourcing strategy for finished products, it worths the effort to 
determine the country-of-origin inq>lications and not only the comparative production 
costs. 
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From the findings of our current study，a well-kaown brand name will cause the 
products made in lesser developed countries to be perceived as being of higher overall 
quality than if the brand name is unknown or not given. Nike sports shoes made in 
China are given higher ratings than Brand X sports shoes made in China. However, a 
well-known brand name does not necessarily condensate for the country-of-origiii 
bias. In other words, products from lesser developed countries are rated as being lower 
in overall ratings, regardless of brand name. Nike made in China is rated much lower 
than the same pair of shoes made in the US. 
Que point to note is that although consumers associate well-known brands with 
specific countries-of-origin, these brand and country-of-origin associations often relate 
to the country in vMch the brand originated, rather than the country in which the 
specific product was actually made. Thus, consumers may presuppose the country-of-
origin of a product rather than actively seek it out at the time of purchase. For 
exanq)le, many consumers associate the Nike brand with the US wdien^  in fkct, Nike 
sports shoes are also made in countries other than the US. A consumer may buy a pair 
of Nike sports shoes believing it to be made in the US, the country in which the Nike 
sports shoes originated, wiien in fact the sports shoes in question were made in China. 
If consumers do not notice or actively seek out the ‘Made in' label at the time of 
purchase, then the effect of the country-of-origin on product evaluations will be 
weaker than this study suggests. 
Because the country-of-origin can be a more important evaluative attribute 
than the brand name, as consumers become or are made more aware of the true 
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country-of-origiii of the product, a strong brand name may not be able to overcome 
the liability ofbemg made in a poor image country, as Han and Terpstra also find. This 
has several inq>]ications for international marketing strategy. 
In their study, Johansson and Nebenzahl (1986) suggest that the strategy of 
inq)roving image by concentrating production location in well-regarded countries and 
charging a premium price can work for cars. For sports shoes, it may be possible to 
sacrifice some of the image value by locating production in low-cost countries, 
providing, of course, that the cost benefit is substantial enough to offset the 
deterioration in the image of the brand name. A conq)any must try to establish a middle 
path between cutting costs by producing in low-cost countries and the loss in brand 
image \^ diich results from such a move. 
When cost considerations are donunant, as in the case of production in 
countries such as China and Taiwan, manu&cturers must determine a marketing 
strategy to offeet less than &vourable image effects. A number of possibilities exist. To 
condensate for negative image effect, some countervailing strategy should be selected. 
For well-known brands moving their manufacturing bases to lesser developed 
countries, manufacturers should emphasize their assets of well-known brand names 
rather than country-of-origin. The tactic is to downplay the sourcing country to avoid 
negative effects on image. Although a well-known brand name cannot completely 
offset the negative image brought forward by a poor country-of-origin, it can uplift the 
overall rating of the product to a certain extent, as indicated in the current study. Since 
consumers may not actively seek out the country-of-origin during purchase, 
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manufecturers of well-known brand names can continue to sell their China-made 
products successfiilly in the Hong Kong market so long as they conceal or de-
enq>hasize the true origm of the products. For Nike brand, since the most fevourable 
attributes are design and technically advance, manu&cturer should capitalize on these 
assets and promote the brand by en^hasizmg its design and technically advance. This 
can be achieved through brand building advertising canq)aign and consumer 
promotions. Price discounting is an alternative strategy. Consumers are willing to buy 
Nike sports shoes produced in lesser developed countries at a discount. In our study, 
90% of respondents are willing to purchase Nike sport shoes made in Taiwan a 40% 
discount and those made in China at a 60% discount. 
Two strategies may be considered for a new brand to enter into the market. 
One of them is to source from countries with favorable images. A manufecturer may 
target its promotional efforts at highlighting sourcing country information. Since 
country-of-origin is a very important evaluative attribute, by enq)hasizing the 
favourable image of the sourcing country, the product may get a short-cut to success. 
An alternative strategy is to provide substantial discounts for products made in lesser 
developed countries in order to generate significant demand. As concluded by Reierson 
(1967), consumers are willing to purchase products manufactured ia lesser developed 
countries provided that the price is right (i.e., value for money). Definitely, without the 
support of a well-known brand name, the price has to be cut very deep so as to 
generate enough demand. As indicated in our study, consumers are willing to buy 
sports shoes with unknown brand name made in China at a 70% discount on the base 
price. It implies that the lower end and price sensitive population should be targeted. 
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A P P E N D I X 1 
DEP VAR: A N: 9 0 0 MULTIPLE R : . 5 9 0 SQUARED MULTIPLE R : . 3 4 8 
ANALYSIS OF VARIANCE 
SOURCE SUM-OF-SQUARES DF MEAN-SQUARE F -RATIO P 
BRAND 1 2 3 , 2 1 0 1 1 2 3 . 2 1 0 1 4 8 . 2 8 3 0 . 0 0 0 
COO 2 7 3 . 8 4 2 2 1 3 6 . 9 2 1 1 6 4 . 7 8 5 0 . 0 0 0 
BRAND* 
COO 0 . 0 4 7 2 0 . 0 2 3 0 . 0 2 8 0 . 9 7 2 
ERROR 7 4 2 . 8 3 3 8 9 4 0 . 8 3 1 . 
P r e s s ENTER 」 o r RETURN 
DEP VAR: B N： 9 0 0 MULTIPLE R： . 5 5 8 SQUARED MULTIPLE R : . 3 1 
ANALYSIS OF VARIANCE 
SOURCE SUM-OF-SQUARES DF MEAN-SQUARE F -RATIO p 
BRAND 1 2 8 . 4 4 4 1 1 2 8 . 4 4 4 1 5 1 . 1 6 3 0 . 0 0 0 
COO 2 1 3 . 9 2 7 2 1 0 6 . 9 6 3 1 2 5 . 8 8 2 0 . 0 0 0 
BRAND* 
COO 0 . 4 2 9 2 0 . 2 1 4 0 . 2 5 2 0 . 7 7 7 
ERROR 7 5 9 . 6 4 0 8 9 4 0 . 8 5 0 
P r e s s ENTER 」 o r RETURN 
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DEP VAR: C N： 9 0 0 MULTIPLE R： . 5 0 0 SQUARED MULTIPLE R： . 2 5 0 
ANALYSIS OF VARIANCE 
SOURCE SUM-OF-SQUARES DF MEAN-SQUARE F - R A T I O P 
BRAND 9 0 . 8 8 4 1 9 0 . 8 8 4 8 2 . 4 4 1 0 . 0 0 0 
COO 2 3 6 . 9 0 9 2 1 1 8 . 4 5 4 1 0 7 . 4 5 0 0 . 0 0 0 
BRAND* 
COO 0 . 8 9 6 2 0 . 4 4 8 0 . 4 0 6 0 . 6 6 6 
ERROR 9 8 5 . 5 6 0 8 9 4 1 . 1 0 2 
P r e s s ENTER —
1
 o r RETURN 
DEP VAR： D N： 9 0 0 MULTIPLE R： . 4 8 5 SQUARED MULTIPLE R： . 2 3 6 
ANALYSIS OF VARIANCE 
SOURCE SUM-OF-SQUARES DF MEAN-SQUARE F - R A T I O P 
B R A N D 1 4 4 . 0 0 0 1 1 4 4 . 0 0 0 1 3 3 . 4 3 3 0 . 0 0 0 
COO 1 5 1 . 0 0 2 2 7 5 . 5 0 1 6 9 . 9 6 1 0 . 0 0 0 
BRAND* 
COO 2 . 5 2 7 2 1 . 2 6 3 1 . 1 7 1 0 . 3 1 1 
ERROR 9 6 4 . 8 0 0 8 9 4 1 . 0 7 9 
P r e s s ENTER 」 o r RETURN 
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DEP VAR： E N： 9 0 0 MULTIPLE R : . 5 3 5 SQUARED MULTIPLE R : . 2 8 6 
ANALYSIS OF VARIANCE 
SOURCE SUM-OF-SQUARES DF MEAN-SQUARE F - R A T I O P 
BRAND 6 5 . 6 1 0 1 6 5 . 6 1 0 6 7 . 7 7 8 0 . 0 0 0 
COO 2 8 0 . 2 7 6 2 1 4 0 . 1 3 8 1 4 4 . 7 6 8 0 . 0 0 0 
BRAND* 
COO 0 . 3 4 7 2 0 . 1 7 3 0 . 1 7 9 0 . 8 3 6 
ERROR 8 6 5 . 4 0 7 8 9 4 0 . 9 6 8 
P r e s s ENTER —
1
 o r RETURN 
DEP VAR： F N： 9 0 0 MULTIPLE R： . 5 5 6 SQUARED MULTIPLE R : . 3 1 0 
ANALYSIS OF VARIANCE 
SOURCE SUH-OF-SQUARES DF MEAN-SQUARE F - R A T I O P 
BRAND 3 4 . 0 2 8 1 3 4 . 0 2 8 3 9 . 1 5 8 0 . 0 0 0 
COO 3 1 3 . 9 8 2 2 1 5 6 . 9 9 1 1 8 0 . 6 6 0 0 . 0 0 0 
BRAND* 
COO 0 . 3 2 9 2 0 . 1 6 4 0 . 1 8 9 0 . 8 2 8 
ERROR 7 7 6 . 8 7 3 8 9 4 0 . 8 6 9 
P r e s s ENTER 」 o r RETURN 
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DEP VAR: G N: 9 0 0 MULTIPLE R : . 5 3 0 SQUARED MULTIPLE R : . 2 8 0 
ANALYSIS OF VARIANCE 
SOURCE SUM-OF-SQUARES DF MEAN-SQUARE F - R A T I O P 
BRAND 7 0 . 5 6 0 1 7 0 . 5 6 0 7 4 . 5 7 2 0 . 0 0 0 
COO 2 5 8 . 9 7 6 2 1 2 9 . 4 8 8 1 3 6 . 8 5 0 0 . 0 0 0 
BRAND* 
COO 0 . 2 0 7 2 0 . 1 0 3 0 . 1 0 9 0 . 8 9 7 
ERROR 8 4 5 . 9 0 7 8 9 4 0 . 9 4 6 
P r e s s ENTER 」 o r RETURN 
DEP VAR: H N： 9 0 0 MULTIPLE R： . 5 2 6 SQUARED MULTIPLE R : . 2 7 6 
ANALYSIS OF VARIANCE 
SOURCE SUM-OF-SQUARES DF MEAN-SQUARE F -RATIO P 
BRAND 1 1 0 . 9 5 1 1 1 1 0 . 9 5 1 9 7 . 9 9 5 0 . 0 0 0 
COO 2 7 5 . 0 4 7 2 1 3 7 . 5 2 3 1 2 1 . 4 6 4 0 . 0 0 0 
BRAND* 
COO 0 . 7 6 2 2 0 . 3 8 1 0 . 3 3 7 0 . 7 1 4 
ERROR 1 0 1 2 . 2 0 0 8 9 4 1 . 1 3 2 
P r e s s ENTER 」 o r RETURN 
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APPENDIX 2 
Questionnaire on Sports Shoe Industry in Hong Kong 
Hello, we are the final year student of the MBA program of The Chinese University of Hong 
Kong. We are now doing a project on the sports shoe industry in Hong Kong. The objective of 
this project is to study consumers' preferences on brands and country-of-origin of sports shoes. 
In the questionnaire, two brands, namely Nike and Brand X，are being tested. You are requested 
to indicate your perception of quality on the two brands which are produced in different 
countries. We would very much appreciate if you could spend a few minutes to finish the 
following questionnaire for us. Thank you very much for your assistance. 
1. Do you know a sports shoe brand called Nike ? _ Yes (Please continue ) 
No (Questionnaire finished. 
Thank you.) 
2. How old are you ？ Below 21 (Questionnaire finished. Thank you.) 
21 - 35 (Please continue ) 
36 or above (Questionnaire finished. Thank you.) 
3. Nike is an American sports shoe brand. How would you rate a pair ofNike sports shoes 
made in the US on the following aspects ？ Please circle your choice, e.g J — L - Q ) I ~ J ~ L — 1 
Very poor Very good 
1 2 3 4 5 6 7 
a) Overall perceived quality I—I—I—I—I—I—I 
b) Performance I—L~J—I—L—J-I 
c) Pride of ownership I—I—I—i—I——'—I 
d) Design i—i—‘—I——'—'—^ 
e) Quality of materials I—I—I—I—i—'—I 
f) Workmanship i—I—'—‘—'—‘—^ 
g) Durability 1——1——'——I——'—'——^  
h) Technically advanced I—I—I—'—'—'—I 
4. Suppose a pair ofNike sports shoes is actually made in Taiwan, using Taiwan's labor and 
materials. Then, how would you rate this pair ofNike sports shoes made in Taiwan ？ 
Very poor Very good 
1 2 3 4 5 6 7 
a) Overall perceived quality I—1—1—I—I—‘—I 
b) Performance '—I—'—I—'—'—^ 
c) Pride of ownership I—L_I—I——I—I—I 
d) Design L_I——I——I——I—I——I 
e) Quality of materials I—I—I—i—I—I—I 
f) Workmanship I—I—I—I——I—I—I 
g) Durability 1—I——I——I—I——i——I 
h) Technically advanced I—l—l—I—I——I——I 
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5. If a pair of Nike sports shoes is now made in China，using China's labor and materials, how 
would you rate this pair ofNike sports shoes made in China ？ 
Very poor Very good 
1 2 3 4 5 6 7 
a) Overall perceived quality I—I—I—I—I—I—I 
b) Performance I I—I—I—I—I—I 
c) Pride of ownership I I—I—I—I—I—I 
d) Design I I—I—I—I—I—I 
e) Quality of materials I—I—I—I—I—I—I 
f) Workmanship I—I—I—I—I—I—I 
g) Durability I—I—I—I—I—I—I 
h) Technically advanced I—I—I—I—I—I—I 
6. A sports shoe brand named 'X' has newly arrived in the Hong Kong market. It is made in 
the US, using American labor and materials. How would you rate this pair of US made 
Brand 'X' sports shoes on the following aspects ？ 
Very poor Very good 
1 2 3 4 5 6 7 
a) Overall perceived quality I—I—I—I—I—I—I 
b) Performance I—I—I—I—I—I—I 
c) Pride of ownership I—I—I—I—I—I—I 
d) Design I—I——I—I——I——i——I 
e) Quality of materials I—I—I—I—i—I—I 
f) Workmanship I 1—I—I—I—I——I 
g) Durability I—I—I—I—I—I—I 
h) Technically advanced I—I—I—I—1—I—I 
7. Brand ‘X，has another manu&cturing base in Taiwan, using Taiwan's labor and materials. 
How would you rate a pair of sports shoes ^ Mch. is now made in Taiwan ？ 
Very poor Very good 
1 2 3 4 5 6 7 
a) Overall perceived quality ‘—I—'—‘—'—'—^ 
b) Performance I—I—'—'—'—'——I 
c) Pride of ownership I—I—I—'—'—'—I 
d) Design I—I—I—'—'——'—I 
e) Quality of materials I—'—'—I—'—‘—I 
f) Workmanship I—I—'—'—'—I—I 
g) Durability I—I—'—L._I—I—I 
h) Technically advanced I—I—I—I—I—I——I 
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8. Brand CX，also has another manu&cturing base in China, using China's labor and materials. 
How would you rate a pair of sports shoes \\diich is now made in China ？ 
Very poor Very good 
1 2 3 4 5 6 7 
a) Overall perceived quality L—I—I—I—I—I—I 
b) Performance I—I—I—I—I—I—I 
c) Pride of ownership I _ I _ I _ I I _ I I 
d) Design I—I—I—I—I—I—I 
e) Quality of materials I—I—I—I—I—I—I 
f) Workmanship I—I—I—I—'—'—I 
g) Durability I—I—I—I—‘—'—I 
h) Technically advanced I—I—I—I—I~J—I 
9. Your friend is shopping in a retail sports shoe store, planning to buy a pair of sports shoes. 
He/ she has plenty of choices as follows. Please estimate how much he/ she should be 
willing to pay for each pair (If you have no idea about the actual price, please indicate a 
price vMch you believe is reasonable. The relative price among different choices is more 
meaningful to our study). 
a) Nike made in the US S 
b) Nike made in Taiwan S 
c) Nike made in China $ 
d) Brand 6X' made in the US S 
e) Brand 'X' made in Taiwan S 
f) Brand CX' made in China S 
Personal Information 
1. Sex Male 
Female 
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